In marketing strategies, the consumer-focus approach reveals customer experience management as a differentiating tool for competitive advantage in increasing competitive environment. In recent years, museums compete with other leisure and educational institutions such as other museums, theatres, cinemas and amusement parks. Thus, customer experience management provides a competitive advantage for museums.
Introduction
The evolution of marketing in the history is based on the increasing competition from an era where every product has its waiting consumers to an era where the supply exceeds much more the demand. The strategies of organizations change also in each era to succeed in dynamic markets (Keith, 1960; Kotler et all., 1999; Gentile et all., 2007; Kurtz and Boone, 2010) . Accordingly, consumers' behaviors change in this evolution. Nowadays, they don't seek only functional benefits but they relate to products as a result of their feelings towards them (Schmitt, 1999) . Considering this change, as a competitive advantage, experiential marketing focuses on the emotional sides in addition to the customers' rational sides in order to create positive and memorable customer experiences (Schmitt, 1999; Berry et all., 2002; Meyer and Schwager, 2007; Shaw, 2007; McCarthy and Ciolfi, 2008; Yalçın, 2009; Dirsehan, 2010) . This study considers customer experiences from museum perspective and focuses on the differences between customers with different experiential appeals in terms of their post experience dimensions.
Museum Experiences
The museums are institutions that keep alive the cultural assets of societies. In the 20th century, museums often concerned with collection and research than visitor-orientation. In recent years, museums compete increasingly with other leisure and educational institutions such as different cultural museums for visitors (Lehn, 2006; Bergadaà, 2005) . Some examples of these institutions can be indicated as theatres, movie theatres, malls, circuses and amusement parks. So, museums need to compete with them using marketing strategies and they focus more and more on attracting visitors. This situation creates a shift from traditional "curators' dictation" to "visitor orientation". Therefore, museum managers need a change for their marketing strategies. Accordingly, museums today are expected to focus on visitors rather than to tell the public from curators' point of view (Rowley, 1999; Goulding, 2000; Harrison and Shaw, 2004; Lehn, 2006; Chang, 2006) . In this way, the need to understand the museum experience has gained ground (Goulding, 2000) .
The researches in the museum marketing area mainly focus on visitor profiling including demographics such as age, education, place of residence and nationality in order to determine who visits the museums (Harrison and Shaw, 2004) . For instance, it's often found that a strong correlation exists between the socio-economic class of a visitor and the habit of museum visiting (Kawashima, 1998) . But in today's competitive environment, the focus of museums marketing techniques shape the messages about the products and experiences delivered by museums (Caldwell, 2000) . In recent years, audience research is increasingly focused on visitor experiences and learning (Kelly, 2004) . In terms of visitor studies, the focus is often the educational role of museums and the learning outcome of museum visits while ignoring other aspects of the museum experience (Lehn, 2006) .
The recent researches on museum consumer behavior reveal that museum visits are not anymore a simple informative cultural visits, but they are experiences (Falk and Dierking, 1992; Prentice et all., 1997; Kawashima, 1998; Goulding, 1999; Rowley, 1999; Goulding, 2000; Thyne, 2001; Bollo, 2004; Hume et all., 2006; Rojas and Camarero, 2006; Slater, 2007; Bifulco and Ilario, 2007; McCarthy and Ciolfi, 2008; Chan, 2009) . The concept of experience becomes a key leading to consumer satisfaction. Consumers seek a "total experience", where leisure, culture, education and social interaction could be included (Rojas and Camarero, 2006) . Related with their role of service experience consumption, museums can be defined as experience-centered places that offer both emotional and cognitive stimuli. Thus, understanding of visitor experiences is vital for museums focusing on visitors and experiences (Chan, 2009 ) and they are important assets for policy analysis and managerial implications (Yucelt, 2000) .
Insert Figure 1
Especially, scientific museums develop immersive technologies offering virtual reality tools such as infrared headsets, 3D imagery, virtual reconstruction and stereoscopic glasses to immerse visitors in a particular environment and offer them an intense and memorable experience (Lachaud and Passebois, 2008; Belaën, 2003) . Besides, RFID technologies increasingly take place in museums to create new experiences. For instance, RFID application in Exploratorium (a hands-on science museum in San Francisco) is based on an RFID card given to visitors at the start of the museum tour. Visitors approach to an exhibit, hold the card in the vicinity of a package and the ID number is recorded by the system, and then the visitor at its personal website views the dates of visit, the exhibits visited and the photographs taken. So visited exhibits are bookmarked and web based activities link related exhibit concepts on Web pages. Thereby, learning continues beyond the physical museum and without hurried-visitor problem (Hsi and Fait, 2005) .
Customer Experiences
Businesses may have competitive advantage with their understanding of the customers' needs and paying attention to the customer value (Chou, 2009). They should consider also that in some instances, emotional desires dominate utilitarian motives in the choice of products (Hirschman and Holbrook, 1982: Maslow, 1968) . The notion of experience has become a key element to understand consumer behavior and it's the basis of experiential marketing (Carù and Cova, 2006) . Today, the experience is considered as a key concept in consumer culture theory (Arnould and Thompson, 2005) . It has become the basis for experience economy (Pine and Gilmore, 1999) , and then experiential marketing is developed (Schmitt, 1999) proposing differentiation with experiences rather than commoditized goods and services.
In terms of consumer -organisation interaction, the consumption experience is a response to a corporate stimulus taking forms of sensory, affective, creative cognitive, physical and social identity (Zarantonello, 2008) . From a business perspective, "experiences are events that engage individuals in a personal way" (Pine and Gilmore, 1999, p.12) . On the other hand, from a consumers perspective, "experiences are enjoyable, engaging, memorable encounters for those consuming these events" (Oh et al., 2007, p.120 ).
An experience is actually a new category of offering which is added to goods, products and services to constitute a forth category of offering adapted particularly to postmodern customer needs (Carù and Cova, 2006) . As we know, there are three levels of product (Kotler et all., 1999) : core product (core benefits that consumers are really buying), actual product (a product's attributes that combine to deliver core product benefits such as design, brand name, packaging) and augmented product (additional consumer services and benefits). Based on the experiences' ability to differentiate the products and services (Carbone and Haeckel, 1994; Schmitt, 1999; Carù and Cova, 2006) , it can be possible to build a fourth level around the core, the actual and the augmented product as "experienced product" representing customer experiences which are sensory, affective, creative cognitive, physical and social identity experiences (Schmitt, 1999) .
Insert Figure 2 As a tool to create a competitive advantage, experiential marketing which is an emerging concept in the field of marketing aims to create positive and memorable customer experiences to create an emotional tie with customers. It does not ignore the traditional marketing; in fact, experiential marketing is the complementary for it.
Beyond different demographic groups, Zarantonello and Schmitt (2010) offer five types of consumers based on different experiential appeals. These groups of consumers are holistic consumers (who are interested in all aspects of experience), hedonistic consumers (who attach importance to sensory and affective dimensions), action-oriented consumers (who focus on physical actions and behaviors), inner-directed consumers (who focus on internal processes which are sensations, emotions and thoughts) and utilitarian consumers (who are low-experiential consumers) (Zarantonello and Schmitt, 2010) .
The Place of Experiences in the Consumer Decision Making
Services decision includes differences from goods decision making. Services are high in experience and credence qualities relative to goods. Three broad stages of consumer behavior for services are consumer choice (including need recognition, information search, evaluation of alternatives, purchase), consumer experience and post experience evaluation. Due to risky nature of services containing many unknowns, the experience itself often dominates the evaluation process. All services are experiences; some of them are long in duration some are short; some of them are complex, some are simple; some are commons, some others are exciting. The customer experience is the heart of services marketing and management, thus, creating and managing the experiences are essential management tasks for service organizations (Zeithaml et all, 2009 ).
Insert Figure 3
Post purchase and post experience evaluations of customers are generally most important to predict following consumer behaviors and repurchase especially for services. Post experience evaluation is measured by companies in terms of satisfaction, service quality, loyalty and sometimes emotional engagement (Zeithaml et all, 2009 ).
Customer Satisfaction
Satisfaction is the customer's evaluation of a product or service whether that product or service has met the customer's needs and expectations. Failure to meet needs and expectations is assumed to result in dissatisfaction with that product or service (Zeithaml et all, 2009 ). In other words, if the performance is over expectations, a positive disconfirmation is produced and an increase in satisfaction level is expected (Rojas and Camarero, 2006) . Customer expectations can be shaped by customers' previous experiences, their personal situation, market conditions and the competition. In terms of customer experiences, the customer satisfaction can be defined as the net result of the good ones minus the bad ones (Meyer and Schwager, 2007) . Considering the gap between the consumption experience and prior expectations, as mentioned before, the satisfaction is (Oliver, 1981: 27) :
"The summary psychological state resulting when the emotion surrounding disconfirmed expectations is coupled with the consumer's prior feelings about the consumption experience." Satisfaction is a significant antecedent for the post-purchase attitude, the intentions of repurchase and other good behavioral intentions (Cronin and Taylor, 1992; Fornell, 1992; Anderson and Sullivan, 1993; Zeithaml et all., 1996; Jones and Suh, 2000; Rojas and Camarero, 2006) .
Repurchase Intention
Customer satisfaction is important for consumers' repurchases. If a consumer is satisfied with a product of a certain company, generally that consumer buys the product again, intends to promote it to other people, ignores competitors' brands' advertisements and stops to purchase from competitors (Chou, 2009 ). Repurchase intention is often confused with loyalty. Loyalty is the commitment to repurchase a particular product or service over time, while repurchase intention is the intention to engage of re-buying in the actual behavior (Hume et al., 2006) . However, loyalty, a consequence of satisfaction in the business field is not a priority for cultural organizations since the purpose is not that the visitor repeats the visit too often. So, other results of satisfaction are important such as word of mouth communication, the recommendation of services and the intensification of its use (Rojas and Camarero, 2006) .
Word-of-Mouth Recommendation
As mentioned before, a satisfied customer intends to promote the product to other people. Moreover, service consumers are influenced by other people's opinions. Hence, understanding word-of-mouth communication and its control are important for service offering companies (Zeithaml et all, 2009 ). Satisfaction from a previous experience with the service becomes positive word of mouth communication about the company (Bearden and Teel, 1983; Woodside et all., 1989; Zeithaml et all., 1996; Rojas and Camarero, 2006) . The best way to get positive word of mouth is to create memorable and positive service experiences (Zeithaml et all, 2009 ).
The average customer having a problem tells 9 or 10 others about it (Evans, 1997) . Similarly, as stated in the study of Harrison and Shaw (2004) on museums, satisfied visitors intend to recommend to other people. Thus, museums should consider implementing memorable and positive experiences not only for customer satisfaction but also for positive word of mouth communication.
Intensification of the Visit
When comparing with long-term behavioral intentions such as loyalty, consumers have also immediate behavioral responses referring to consumers' efforts to tangibilize the experience such as purchase of souvenirs and gifts (Bigné et al., 2008) . As one of the visitor's satisfaction results, the intensification of the visit can be defined as an interest or motivation by the visitor or as a behavioral intention including the purchase of publications, souvenirs and presents. Satisfied visitors intensify their experience during the service and they purchase concrete materials connected to the visit (Rojas and Camarero, 2006) . Thus, museum managers should consider the materials to sell in order to intensify the visitors' experience. As mentioned before, tangible takeaways such as programmes, souvenirs, prints and gifts are used in creating memorable experience. More innovative, personalized, customized memorabilia will enhance their value (Petkus, 2004) .
Learning in Museums
Curators or producers of arts events often underestimate the desire of target audience to attain the knowledge about the work. An increased education dimension of the audiences becoming involved in the arts and repeating and expanding their patronage (Petkus, 2004) .
Profit-oriented firms generally use financial measures to evaluate their performance. However, a non-profit organization's performance is measured in financial and nonfinancial terms, in other words, raising the funds and educating the public (Mottner and Ford, 2005) . Different kinds of museums promote different kinds of learning paying attention to knowledge gain and thinking (Donald, 1991) . Museums, art galleries, botanical gardens, national parks, science centers, zoos, aquaria and historic sites are important institutions for their public learning role, however, it cannot be assumed that all the visitors of these institutions come there to learn something, a large percentage of visitors are there to kill time, to be entertained, to satisfy curiosity (Packer and Ballantyne, 2002) .
Museums should stimulate the desire to know (Donald, 1991) . They attract visitors who are motivated to learn, who perceive the museum as a place where important information is provided in an interesting way, who are willing to devote effort to learning activities, and who find such efforts satisfying (Packer and Ballantyne, 2002) . Experiential learning may be applied in museums by interesting offerings. As an example, visitors are surprised when traditional rules of museums are not applied, for instance, it is possible for them to touch and open the drawers, and to get closer to their contents in Study Collection Room of Hunt Museum located in Limerick, Ireland (Ciolfi and Bannon, 2002) . Close contact with museum artefacts are beneficial for informal learning within museum (McCarthy and Ciolfi, 2008) . Participants handling real museum objects experience great pleasure in exploring the materials of them, feeling their weight and manipulating them thinking about their past owners. Various workshop activities are also parts of learning in museums (Ciolfi and Bannon, 2002) . Furthermore, immersive information communication technologies are used not only to create a memorable experience but also to facilitate knowledge arising curiosity (Lachaud and Passebois, 2008) . Another system used by museums to extend learning along with to create experiences is RFID technology as mentioned before. It offers a way to learn beyond the museum by offering on personalized web pages, information about recorded exhibits during the visit (His and Fait, 2008) . So, the environments offering experiences encourage individuals to act on, explore, manipulate, sort and describe the phenomena they investigate. These museums give opportunities for visitors to explore concepts in math, science, art, music, history and social studies (Henderson and Atencio, 2007) . maximizing visitors' personal contexts of learning and considering social learning experiences, museums should facilitate them, encouraging and fostering social interactions with other visitors and museum staff (Chang, 2006) . Hoch (2002) states four reasons to clarify that learning from experience is more seductive than learning from education. Firstly, experience is more engaging than education since it is more vivid and international. Secondly, experience is often private, not reproduced in the same form for anyone else. Thirdly, experience offers ambiguous evidence. Fourthly, experience is endogenous which increases the difficulty in predicting changes in preferences (Hoch, 2002) .
Classification of Museums
Classification of museums in Turkey and in the world is shaped considering their different aspects. It can be based on their contents, on their civilizations and on their eras. The classification of museums according to their contents includes anthropological museums (archaeological, ethnographic, folkloric); history museums (social history, war, migration); art museums and modern art museums; natural art museums and nature museums; science, technical and industry museums and museums according to their specializations (tree, automobile, wine, health, tobacco, textile, toy etc.). The classification of museums according to their civilizations include Hittite civilization museum, Roman period museum, Byzantine period museum, Turkish-Islamic civilizations museums, Ottoman civilization museums and Republic period museums. The classification of museums according to their eras include museums according to their pieces' eras, museums concerning prehistory eras, museums concerning Lycia period, museums concerning Hellenistic era, museums concerning Neolithic era and museums concerning modern age (Bilgin, 2010) .
Another categorization of museums is based on the theory of education consisting of theory of knowledge and theory of learning. Firstly, theory of knowledge can be represented as a continuum since it involves a dichotomy whether we believe that knowledge exists independently of the learner, as an absolute, or whether we subscribe to the view that knowledge consists only of ideas constructed in the mind. The second element which is theory of learning includes two possible extreme positions. A view is associated with the belief that the original condition of the mind is a tabula rasa and that all that is known has been acquired through experience. The best proponent of this view is Locke. The opposed view states that the mind constructs schemas and that learning consists of selecting and organizing from the abundance of sensations surrounding us. The combination of these two dimensions (theory of knowledge and theory of learning) generates a diagram. The four quadrants produced can be used to classify museums by their educational positions: systematic museums, discovery museums, orderly museums and constructivist museums (Hein, 1999) .
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Distinctively from mentioned bases of classifications for museums, an experiential perspective can be applied to categorize museums. As mentioned before, museums provide experiences by nature, especially the social interaction. However, they should go beyond to be differentiated by experiences. So, it's possible to categorize them as dynamic museums in experience and museums static in experience. In this context, museums using experience as a competitive tool can be considered in the group of dynamic museums in experience. Oppositely, museums offering their natural experience and not improving it to create differentiation may be considered as static museums in experience. The museums which are static in experience are museums that offer always the same experience to their visitors. So, they do not offer dynamic experiences created by museum managers. The offered experience is the same but this experience is different for every customer due to the interactive nature of the experience as stated before. On the other hand, the museums considered as dynamic in experience compete with their experiences which change by museums' marketing strategy. These museums try to offer new experiences to their visitors considering their feedback. So, dynamic situation is created by museum experiences. The museums dynamic in experience are new in Turkey and general information about them is provided in the part of museums in Turkey in this study.
Insert Table 1 It's important to notice that some experiences are offered against fee in museums. For instance, listening information about the museum offerings with earphones is generally charged. Hence, two people may have different experiences after visiting the same museum basing on the choice of use of earphones. Even though two people use earphones during their visit, they have different experiences since experiences are personal as mentioned before.
Museums in Turkey
In Turkey, museums appeared primarily as modern institutions as indicator of westernization efforts in 19th 
Research Methodology
The sampling design process consists of five steps; defining the target population, determining the sampling frame, selecting a sample technique, determining the sample size and executing the sampling process (Malhotra, 2007) .
In Turkey, there is no a center where all statistical information are collected about all museums in Turkey. So, the exact information about museum visitors in Turkey is not available. However exploratory study with museum managers reveals that the main target markets are students, however other people also are considered as secondary target markets. So, in this study, students' number is higher than the other occupation groups. In this study, the categorization of museums based on customer experiences is used. According to this categorization, there are two groups of museums; museums dynamic in experience (using experience as a competitive tool) and museums static in experience (offering the natural experience and not improving it to create differentiation). Target population in this study can be defined as visitors of museums dynamic in experience (Magic Ice Museum, 1453 Panorama Museum, Istanbul Toy Museum, Sakıp Sabancı Museum, Rahmi Koç Museum, Pera Museum, Istanbul Modern Art Museum and Miniaturk) in Istanbul, visited these museums in the past one year (November 2009 -November 2010 . Sampling frame of this study is students and other people from other occupation groups who have visited museums dynamic in experience in the past one year in Istanbul.
In terms of sample technique, convenience sampling and snowball sampling, which are nonprobability techniques are used in this study. Convenience sampling is used to obtain a sample of convenient elements; it's the least expensive and least time consuming sampling technique. In snowball sampling, subsequent respondents are selected based on the information by the initial randomly selected respondents; its main advantage is that it increases the probability of locating the desired characteristic in the population (Malhotra, 2007) . These two sampling techniques are preferred due to the time and budget constraints of this study. Cochran (1963, p.75) developed an equation to determine sample size for large populations (Israel, 2009 ). The following equation indicates 385 people for this study with a 95% confidence level and ±5% precision as shown with the following calculation:
However, the sample size for this study is decided considering the use of structural equation modeling. A typical sample size in structural equation modeling used studies is about 200 cases, however when analyzing a complex model, a sample size of 200 may be too small (Kline, 2010) . Multiplying the number of variables by 8 to 15 is enough for a sample size in analysis with structural equation modeling (Acar et al., 2009 ). According to Kerlinger (1978) , sample size should be at least 10 multiplying by variables in the study. So, the sample size for this study is determined by multiplying observed variables to be used in the structural model by ten. Based on this information, in this study with 46 observed variables (item numbers between 9 and 54), a sample size of 460 is decided. As a result, 460 questionnaires were collected between 10th October 2010 and 5th November 2010 by respondents who visited at least one museum dynamic in experience in the past one year in Istanbul.
Based on literature review, exploratory research and pretest, a questionnaire is designed to collect primary data The questionnaire used in the study includes four main parts. The first one is the filtering part. The first and the second questions are filter questions. The questionnaire is excluded from the study if the respondent has not visited a museum in last one year or visited a museum other than those indicated in the second question. Other respondents continue to the following questions choosing a museum according to their satisfaction degree in the third question. The second part of the questionnaire covers the questions between fourth and eighth questions which are related with visitors' museum visiting habits. The third part includes the questions to measure museums visitors' customer experiences (sensory, affective, creative cognitive, physical and social identity experiences), learning in museum, satisfaction, intensifying of visit; revisit intention and word-of-mouth recommendation. This part is formed by structured questions and measured on a Likert scale basis. The response categories of this scale are "Strongly Disagree", "Disagree", "Neither Agree nor Disagree", "Agree", "Strongly Agree".
The statistical programs used to analyze the data obtained from questionnaires are SPSS Statistics 17 for Windows and LISREL 8.80 for Windows. SPSS is used to analyze reliabilities, descriptions, frequencies, clusters, differences of means (t-tests and ANOVA) and LISREL is used to generate structural equation modeling including confirmatory factor analyses and relationships between variables.
Research Findings
The research findings can be grouped in three subtitles. Firstly, the items measuring customer experiences are analyzed with confirmatory factor analysis. Secondly, a confirmatory factor analysis is conducted for post experience dimensions (learning in museum, visitor satisfaction, visit intensifying, revisit intention and WOM recommendation). Thirdly, the difference between clusters of visitors based on customer experiences is analyzed. All the analyses are conducted with a 95% confidence level.
Confirmatory Factor Analysis for Customer Experience
Factor analysis is conducted to reduce the number of variables into significant factors bringing together highly correlated variables (Kalaycı, 2008) . Factor analysis is an interdependence technique in which a set of interdependent relationships is examined (Malhotra, 2007) . Two types of factor analyses are confirmatory factor analysis and exploratory factor analysis. The main difference between them is that confirmatory factor analysis is used to analyze a priori measurement model with the specified number of factors and their correspondence with the indicators basing on theory (Kline, 2010; Şimşek, 2007) . However, a priori hypothesis about factor-indicator correspondence or the number of factors are not necessaries for exploratory factor analysis (Kline, 2010) . Structural equation modeling with LISREL program is used to conduct confirmatory factor analyses (CFA) in this research.
The aim to conduct CFA is to analyze the relationships of observed variables (items used in the questionnaire) with latent variables which are customer experiences (sensory, affective, creative cognitive, physical, social identity) and post experience dimensions (learning in museum, satisfaction, visit intensifying, revisit intention, word-of-mouth recommendation).
For customer social identity experience, one item is excluded due to its weak factor loading comparing to others. In confirmatory factor analyses, it is recommended to have at least three indicators per factor (Kline, 2010). Thus, customer social identity experience with two items is excluded from structural equation analyses. CFA is conducted for the rest four kinds of customer experiences.
The results of the initial estimation of the first level CFA for customer experiences are not acceptable since there is a Chi-square value of 407.71with 113 degrees of freedom even though RMSEA value (0.075), NFI value (0,95), NNFI value (0.96), CFI value (0.96), AGFI value (0.87), SRMR value (0.054) shows acceptable fits. Some items are eliminated because of low t-values, high standard error, low explained variances and relatively less important variables as indicators of each customer experience. After deleting some items, the first-level CFA is conducted again. The fit measures indicate that the model is acceptable (Chi-square= 132.99; df=48; RMSEA=0.062; NFI=0.97; NNFI=0.97; CFI=0.98; AGFI=0.93; SRMR=0.041).
Insert Figure 6 8. Insert Table 2 and 3
Differences between Clusters Based on Customer Experiences
The means of respondents for sensory, affective, creative cognitive and physical customer experiences (using the items based on confirmatory factor analysis) are used as clustering variables (referring to confirmatory factor analysis results). Cluster analyses are run to identify appropriate number of clusters. On the basis of dendrograms, the two-cluster solution is chosen as the most appropriate one. These two clusters have similar characteristics with holistic consumers and utilitarian consumers which are named by Zarantonello and Schmitt (2010) .
First cluster of our study includes respondents with the highest scores on all experiential dimensions, so they are called holistic consumers. Second cluster consists of respondents with the lowest scores on all experiential dimensions, so they are called utilitarian consumers. Accordingly, holistic museum visitors are most interested visitor group in all types of experiences and they have higher experiential appeals than those of utilitarian museum visitors.
From a total of 460 participants to this study, 318 respondents are holistic museum visitors and the rest, 142 respondents are utilitarian museum visitors. In addition to their difference in terms of experiences, it's also analyzed their difference in terms of post experience dimensions (learning in museum, visitor satisfaction, visit intensification, revisit intention, word-of-mouth communication). Fifth experience dimension, social identity experience is also used (the mean of two variables are used for this dimension as used in testing the hypotheses about mean comparisons between groups). The results reveal that holistic museum visitors have higher ratings for all post experience dimensions than those of utilitarian museum visitors. This result imply that, comparing with utilitarian museum visitors; holistic museum visitors are more satisfied, they learn more in museum, they tend to intensify more their visit, they intend more to revisit the museum and they tend to recommend the museum to others.
Insert Figure 7 ,8 and Table 4 9. Conclusion
Marketing development has several stages in the history. This evolution is mainly based on the increasing competitive environment for all sectors. Accordingly, marketing strategies are progressed from production-focus to visitor-focus, in other words, from inside capacities to outside capabilities. Relationship marketing, the today's era, indicates the importance of building strong relationships with consumers. An organization may satisfy more its customers with more capabilities to create a link between them and this link is not only functional but also emotional. Considering emotions in addition to consumer's rational sides, experiential marketing proposes to enhance customer experiences to achieve a differentiating competitive advantage.
It's obvious that services offer by nature more experiences than goods and this study uses the museum perspective to analyze customer experiences. Museums are classically defined as institutions that brings cultural heritage to people. However, it's important to notice that, in recent years, they compete with other leisure and educational institutions. Thus, museums evolve from a classical assets-focus to a visitor-focus. Nowadays, they offer more experiences to their visitors than they have done before. So, a new categorization is possible for museums; museums dynamic in experience (using experience as a competitive tool) and museums static in experience (offering the natural experience and not improving it to create differentiation). Even though customer experience management has gained ground for museum marketing strategies in the competitive environment, this progress is in the beginning stage and especially in Turkey, there are a limited number of museums which are dynamic in experiences.
Museum managers should know the visitors. Beyond the segmentation according to demographic characteristics, this study identifies two groups of museum visitors. Utilitarian museum visitors have low-experiential appeals, in the contrary holistic visitors are interested in all experience types. In addition, the ratings of utilitarian consumers are lower than the ratings of holistic consumers for all post experience dimensions (learning in museum, visitor satisfaction, visit intensification, revisit intention and word-of-mouth recommendation). Thus, museum marketing managers should segment their visitors according to their experiential appeal and offer more experiences to holistic consumers. Thereby, holistic consumers can be more satisfied and they may have more positive post experience attitudes. In general, science museums use different technologies such as RFID or information technologies to enhance visitor experiences. These applications should be expanded to other types of museums in order to develop visitor experiences which lead to positive post experience attitudes.
In terms of the implications for academicians, the results indicate a new clustering approach for museum visitors beyond the demographic characteristics and show the differences between utilitarian and holistic visitors with museum perspective. Future studies may be conducted with other museums in different cities or countries and also in different sectors to explore more consumer types and more differences between them.
This study has several limits. Since this research is conducted for museums dynamic in experience in Turkey, the results of the model and the clusters based on customer experiences may vary depending on different sectors and different countries. This study is expected to be beneficial for museums' strategies and future studies on customer experiences. This museum appeals to my senses (sight, hearing, touch, smell, taste).
I find this museum interesting in a sensory way.
This museum includes visually interesting elements.
This museum appeals to my feelings.
This museum creates different feelings in me.
I'm in a different mood in this museum.
This museum stimulates me to think.
This museum intrigues me. 
